
offer options that can 
keep customers from 
going elsewhere while 
also staying on top of nutritional requirements.

Having a variety of sandwiches, cold and hot, is 
part of William’s competitive strategy, along with 
responding to what soldiers want. “We’ve got to stick 
with the turkeys and the roast beefs and the cannon 
balls (meatball Parmesan heros),” he said. 

Working in the dining 
facility’s favor is that the 
favorites among service 
members are traditional 
sandwiches, along with 
wraps, Panini, burritos, 
and even breakfast burri-
tos and a sausage biscuit.

Other traditional fa-
vorites that add to sand-
wich variety include tuna 
and BLTs, along with 
grilled chicken breast 
and hot roast beef.

Sandwiches are avail-
able on the serving line 
daily at Fort Stewart and 

the menu comprises about six to eight options, includ-
ing turkey, roast beef, tuna and baked fish. There are 
self-service areas with salads, soups, breads, biscuits, 
desserts and beverages.

Sandwiches are also a convenient grab-and-go 
option that Williams considers an asset in helping 
Fort Stewart dining facilities to be a more attractive 
alternative to competition off post. Sandwiches are 
available made to order during regular operating hours.

 “If soldiers are on guard or just can’t make it to 
the dining facility, he or she can order what they 

When Fort Stewart, Ga., Installation Food Program 
Manager, Logistics Readiness Center, Cornelius 

Williams, CW4 (ret.), meets with meal-card holders 
to learn their suggestions for improving the dining 
facilities, the results provoke his competitive spirit.

“You’ve got to be very competitive, especially in 
a dining facility,” Williams said. “We have to com-
pete with alternatives; we’ve got to be just as good 
as Subway.”

Some of the feedback 
coming from the council 
meetings involves wanting 
to know why the dining 
facility does not have the 
same variety as is avail-
able off post. “You try to 
explain it to them, a little 
bit, as best you can,” Wil-
liams said of the meetings, 
which create a dialog and 
an opportunity to learn 
what they would like to 
see more of or initiate 
something not already 
being done.

The big difference is 
each national chain specializes in a specific menu, 
while the dining facility fulfills a wider business plan. 
“We have to be a Baskin-Robbins, we have to be a 
Burger King, a McDonald’s, a main course; so we try 
to put all that together and see how we can adjust 
to offering a large variety of sandwiches and some of 
the things they’d like to see,” Williams said. “Now, 
you’ve got to encompass all of that into this dining 
facility that really wasn’t designed to do that.”

Soldiers are free to patronize familiar national chains 
located near the base, and the dining facility needs to 

Spirited Competition

Fort Stewart Targets National Chains
With a Broad Business Plan

The dining facility has to fulfill a wider business plan than 
the national chains that specialize around one category.

Fort Stewart features two soup choices 
daily during lunch and dinner through-
out the year. Most are ready made 
and some are prepared from scratch.
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Dining facility council 
meetings have influenced 
the soup options with service 
members. “They’ll tell you, 
‘keep the soups that you’ve 
got,’ or ‘could you provide a 
different variety of soup’ that 
he or she might like,” he said.

In some cases, soldiers have 
asked that a personal favorite 
be added to the menu. “From 
time to time, we get some reci-
pes that we encompass into 
our system that somebody 
might have had, his grand-
mother’s recipe or whatever,” 

he said. “Sometimes we’ll take something out of Betty 
Crocker, a recipe that he or she has, and we let a 
dietitian look at it and we’ll put it to the test.” —GFS

A s dining facilities look for menu innovations, 
especially ones that can attract and retain 

young service members, many solutions are already 
available from food suppliers to the military.

Dining facilities gain cachet with a branded sand-
wich station from Fiabella Foods LLC, added menu 
versatility with Sadler’s Smokehouse savory brisket 
and Smithfield Food’s Guinness brats, more Go-for-
Green options from Smithfield Foods and Hormel, 
and increased variety with Rose Packing’s extensive 
meat catalog.

After hearing an Army food advisor at a confer-
ence a few years ago talk about plans to attract young 
service members by revising the standard dining 
facility model with branded food service, Fiabella 
Foods went to work and introduced Staks Subs.

“Staks Subs was originally created as a way to 
upgrade the deli area in the dining facilities, said 
John Felico, chief financial officer, Fiabella Foods. 
“Over the last three-plus years, we’ve opened Staks 
in 42 dining facilities.”

Fiabella began the program with the idea of main-
taining the same consistency and strict standards 
of a national deli brand, as well as making a com-
mitment to building return volume by keeping it 
fresh and new.

Sandwiches are assembled using simple, quick-
production procedures. “We wanted a product that 

was ‘pre-sliced,’ ‘pre-proportioned,’ meets very spe-
cific dietetic needs and could have at least one year 
of frozen shelf life,” Felico said.

For the “Italian Stak,” the three different types of 
deli meats used in the sandwich are each pre-sliced 
and combined into individual, 4-ounce portions. 
Fiabella works with a variety of co-packers for dif-
ferent aspects of the program, but Berks Packing 
contributes to the Italian Stak and Felico considers 
the company “by far the biggest part of the program.”

A “Sub of the Month” program introduces a unique 
variation on the menu each month. It includes recipe 
cards, posters and other marketing materials 

Fiabella ensures strict operating standards at each 
location by hiring a local individual to visit the facil-
ity monthly. “Their job is to just work with the local 
associate working the Staks location,” Felico said. 
“Teach them how to make the Sub of the Month 
and make sure all the signage is current and in good 
repair.”

Staks is produced by the part of Fiabella that is 
devoted to creating branded food programs, which 
includes Dominic’s of New York. 

Recently, Fiabella began to market Staks Subs 
outside of the military. “We opened our first com-
mercial Staks Subs location in November 2015, and 
since that time, we’ve averaged one new location a 
week,” Felico said. 

want and they can get it to 
go,” he said.

SOUPS
Fort Stewart dining facili-

ties feature soups throughout 
the year. Each day, two choices 
are available during lunch 
and dinner, broth or cream, 
but the selection can change. 
Mostly, the soups are ready 
made, but the dining facility 
does serve varieties it prepares 
from scratch using leftovers as 
often as three times a week.

Soups prepared from scratch 
are popular because they vary depending on the in-
gredients available to be used, but include traditional 
varieties, such as beef vegetable, chicken noodle, and 
chicken and rice.

Sandwich Category Getting Gourmet
New Options Add Variety and Reasons for Customers to Return

Fort Stewart dining facilities work to compete against the 
national chains that are familiar to soldiers and keep them 

from going elsewhere.

–continued
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SANDWICH OPTIONS
Sandwiches add variety to the daily menu and 

alternatives to the hot entrées available on the serv-
ing line during lunch and dinner, and even in the 
morning with options like the breakfast burrito.

A growing desire for variety is raising the popu-
larity of ethnic cuisine in military dining, including 
entrées and specialty sandwich options, such as 
barbecue. Pulled pork, smoked pulled chicken and 
beef brisket sandwiches are among the barbecue 
varieties most in demand.

Brisket is a versatile meat that dining facilities 
increasingly use not just as an ingredient in sand-
wiches, but in soups, a chopped 
topping on salads, rolled in a 
tortilla for tacos, as well as with 
eggs in breakfast tacos and bur-
ritos.

“It’s a highly extendable 
protein because it’s got a lot of 
smoke and a lot of flavor with 
it,” said Rob Donnelly, executive 
vice president sales and market-
ing, Sadler’s Smokehouse.

Brisket is a popular sandwich 
menu option at quick-service 
and fast-casual restaurants, in-
cluding Firehouse Restaurant 
Group Inc. and Arby’s Restau-
rant Group Inc. “You’ve got two 
national chains there that have 
discovered that using a whole 
protein, that has great flavor, 
on a sandwich is a big call,” 
he said.

Donnelly said dining facilities in the south, 
Louisiana, Oklahoma and Texas, are using Sadler’s 
brisket. It is purchased through such local distribu-
tors as Sysco and US Foods, is available by weight 
in cases of 20 pounds and up, and in a variety of 
formats that speed preparation, including whole, 
pre-sliced, chopped and shredded.

Donnelly ranks brisket as Sadler’s No. 1 selling  
item, and attributes its success to a slow-cooking 
rotisserie barbecue process using hardwoods that 
takes between 15 and 18 hours, depending on the 
size of the meat, and allows drippings to constantly 
fall onto the meat below as it turns. “We get a lot 
of flavor in our protein,” he said.

VARIETY
Smithfield Foods has a variety of meats that 

can be used for breakfast sandwiches, including 
Farmland bacon, Armour-Eckrich sausage and John 
Morrell ham. For ethnic and barbecue sandwiches, 
Smithfield’s Curley’s brand has an extensive port-

folio of smoked and slow-cooked meats, such as 
pork carnitas, beef barbacoa, smoked pulled chicken 
and pulled pork.

With Go for Green and nutritional recommen-
dations driving the military to select leaner, lower-
sodium options, healthier choices are popular, as 
well. Smithfield’s Healthy Ones line delivers per-
formance and flavor while also being approved by 
the American Heart Association.

Hormel Food Sales LLC also supports the Go for 
Green and Fueled to Fight initiatives with its Natural 
Choice lower-sodium sliced deli meats.

Each of the smoked ham, oven-roasted turkey 
and roast beef varieties makes 
portioning easier by coming in 
1/2-ounce slices; all are made of 
100 percent natural ingredients 
with no additives, preservatives 
or artificial ingredients.

Hormel’s TrueTaste, high-
pressure pasteurization achieves 
the clean label and true meat 
flavor, said Gerald Meux Jr., 
national sales manager, U.S. 
military/government/vending.

MENU OPTIONS
A unique twist on the Bavar-

ian bratwurst from Rose Packing 
Company Inc., is an option that 
can expand menu variety for 
sandwiches, as well as entrées. 
Guinness brats are fully cooked 
bratwursts that are made using 
Guinness beer. 

“It takes a keg of Guinness beer, real Guinness 
beer, in every 2,000-pound pass of Guinness beer 
brats,” said Nick Ledanski, director of military sales, 
Rose Packing. “The cooking process cooks out the 
alcohol. The flavor profile remains, but the alcohol 
content is gone when you fully cook it.”

Rose Packing has an extensive catalog of 3,000 
protein items. “All different kinds of stuff that has 
to do with protein, it’s in the pork family, the beef 
family, the chicken, there’s a turkey family; I don’t 
do fish,” Ledanski said.

Rose Packing can also respond with cost-effective 
custom solutions to specific needs for protein items 
that increase variety and meet nutritional require-
ments, whether it is too hard to find, cannot be 
found at all, or is available, but at high prices, 
Ledanski continued. “If you’re looking for some-
thing in protein, ask your Rose representative.”

A minimum order requirement on the item is 1,000 
pounds to 2,000 pounds, which must be produced 
in one run, but can be delivered in batches.  —GFS

Fiabella Foods has opened 
Staks in 42 dinning facilities.
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